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Google+ overview 

• Google+	
  is	
  a	
  social	
  networking	
  service	
  owned	
  and	
  operated	
  by	
  Google	
  
Inc.	
  

•  Launched	
  in	
  June,	
  2011.	
  
•  It	
  has	
  a	
  total	
  of	
  500	
  million	
  registered	
  users	
  (of	
  which	
  235	
  million	
  are	
  
acKve	
  on	
  a	
  monthly	
  basis).	
  

• Google+	
  offers	
  the	
  same	
  general	
  things	
  as	
  most	
  other	
  social	
  plaNorms	
  
-­‐	
  such	
  as	
  sending	
  messages	
  to	
  friends,	
  sharing	
  links,	
  chaOng,	
  and	
  
sharing	
  pictures	
  -­‐	
  but	
  the	
  big	
  difference	
  is	
  that	
  Google+	
  offers	
  the	
  
opportunity	
  to	
  choose	
  who	
  you	
  want	
  to	
  share	
  these	
  things	
  with	
  
through	
  Google	
  Circles.	
  



GOST Review 
OVERALL	
  GOALS	
   LEVERAGING	
  CHANNEL	
  	
  STEPS	
  TO	
  ACHIEVE	
  GOALS	
  

Goal	
  #1:	
  	
  
Increase	
  visibility	
  of	
  UW	
  SMC	
  
students	
  in	
  the	
  Sea0le	
  social	
  
media	
  community)	
  

Goal	
  #2:	
  	
  
PosiKon	
  UW	
  SMC	
  students	
  as	
  
thought	
  leaders	
  in	
  the	
  field	
  of	
  
social	
  media	
  

  Generate	
  >5	
  page	
  1+s	
  per	
  
week	
  

  Reach	
  out	
  to	
  other	
  areas	
  
social	
  media	
  channels	
  

  Communicate	
  on	
  a	
  daily	
  
basis	
  on	
  external	
  G+	
  pages	
  
and	
  communiKes	
  

  Generate	
  >10	
  1+s	
  on	
  posts,	
  
comments,	
  or	
  shares	
  per	
  
week	
  

  Produce	
  content	
  relevant	
  to	
  
social	
  media	
  field	
  

  Create	
  editorial	
  calendar,	
  
hang-­‐out	
  at	
  another	
  
channel,	
  and	
  weekly	
  live	
  
chats	
  

SUCCESS	
  METRICS	
  

Engagement	
  on	
  external	
  
posts:	
  
  Page	
  1+s	
  
  Post	
  1+s	
  
  Shares	
  

  #	
  of	
  posts	
  on	
  own	
  channel	
  
page	
  

  1+	
  on	
  posts	
  
  1+	
  on	
  comments	
  
  #	
  of	
  shares	
  

  Used	
  Twi0er	
  to	
  promote	
  
our	
  channel	
  

  Posted	
  personal	
  networks	
  
on	
  Facebook	
  

  Allocated	
  one	
  day	
  per	
  team	
  
member	
  to	
  post	
  

  Hosted	
  live	
  chats	
  
  Posted	
  lecture	
  content	
  live	
  
during	
  class	
  

  1+ed	
  and	
  commented	
  on	
  
other	
  peoples	
  channels	
  to	
  
get	
  their	
  a0enKon	
  



• Create	
  acKvity	
  by	
  posKng	
  relevant	
  content	
  
•  Team	
  members	
  were	
  each	
  assigned	
  a	
  specific	
  day	
  a	
  week	
  to	
  post	
  
content.	
  

•  Team	
  members	
  took	
  turns	
  hosKng	
  live	
  posts	
  during	
  class.	
  

• Reach	
  out,	
  connect	
  	
  
• 1+	
  and/comment	
  other	
  peoples	
  channels.	
  

Campaign Plan 



Tools 

• Manual	
  tracking	
  of	
  posts	
  in	
  a	
  	
  
Google	
  Drive	
  document	
  due	
  	
  
to	
  lack	
  of	
  access	
  to	
  tools	
  that	
  	
  
analyze	
  Google+.	
  This	
  did	
  the	
  
job	
  but	
  was	
  cumbersome	
  and	
  
not	
  Kme	
  efficient.	
  

•  Later	
  we	
  used	
  Simply	
  Measured	
  for	
  basic	
  reporKng.	
  One	
  issue	
  with	
  
this	
  tool	
  is	
  that	
  it	
  does	
  not	
  track	
  page	
  +s	
  and	
  offers	
  limited	
  
funcKonality	
  (reports)	
  compared	
  to	
  other	
  social	
  media	
  plaNorms	
  	
  
such	
  as	
  Facebook	
  and	
  Twi0er.	
  	
  



  88+	
  	
  
  56	
  post	
  plusses	
  
  32	
  comments	
  

  4	
  shares	
  

Campaign Results 

Post	
  Level	
   Jan	
   Feb	
   Total	
   Increase	
  Jan-­‐Feb	
  
1+s	
   13	
   43	
   56	
   231%	
  
Comments	
   6	
   26	
   32	
   333%	
  
Shares	
   3	
   1	
   4	
   -­‐67%	
  
Total	
  Engagement	
   22	
   70	
   92	
   218%	
  

Page	
  Level	
   Jan	
   Feb	
   total	
   Increase	
  Jan-­‐Feb	
  
Brand	
  posts	
   40	
   94	
   134	
   135%	
  
Page	
  Plusses	
   34	
   88	
   n/a	
   159%	
  

Post	
  level	
  engagement	
  
increased	
  from	
  22	
  points	
  
in	
  Jan	
  to	
  70	
  points	
  in	
  Feb	
  
=	
  218%	
  

Page	
  posts	
  increased	
  from	
  
40	
  to	
  94	
  =	
  135%	
  

Page	
  plusses	
  increased	
  	
  
from	
  34	
  to	
  88	
  =	
  159%	
  

Goal	
  was	
  to	
  generate	
  >10	
  
1+s	
  on	
  posts,	
  comments,	
  
or	
  shares	
  per	
  week	
  

Total	
  engagement	
  across	
  
these	
  3	
  engagement	
  
metrics	
  is	
  92	
  over	
  a	
  6	
  
week	
  period	
  =	
  15.33,	
  so	
  
we	
  exceed	
  our	
  goal	
  with	
  
53.3%	
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Key Findings (plusses) 

Live	
  chats	
  generated	
  more	
  acKvity	
  and	
  people	
  
watching	
  and	
  Wednesday	
  was	
  the	
  day	
  we	
  saw	
  most	
  
of	
  our	
  page	
  +’s	
  increase.	
  Unlike	
  tweet	
  chats	
  these	
  
feel	
  more	
  like	
  live	
  discussions.	
  

Driving	
  traffic	
  from	
  other	
  social	
  sites	
  was	
  our	
  lifeline.	
  
In	
  a	
  real-­‐world	
  business	
  situaKon,	
  this	
  would	
  be	
  even	
  
more	
  challenging.	
  

Steady	
  content	
  and	
  reliable	
  weekly	
  chats	
  can	
  
increase	
  traffic	
  organically.	
  

Being	
  acKve	
  on	
  other	
  communiKes	
  and	
  engaging	
  in	
  
discussion	
  of	
  your	
  own	
  page	
  drives	
  traffic	
  to	
  your	
  
own	
  page	
  organically.	
  	
  

OpKon	
  to	
  email	
  posted	
  content	
  to	
  users	
  



Key Findings (minuses) 

Google+	
  appears	
  to	
  be	
  one	
  of	
  the	
  most	
  difficult	
  
channels	
  to	
  measure.	
  

Free	
  tools	
  don’t	
  offer	
  a	
  lot	
  by	
  way	
  of	
  measurement	
  
for	
  this	
  channel.	
  

It’s	
  hard	
  to	
  know	
  how	
  much	
  the	
  +1s	
  actually	
  help	
  the	
  
profile.	
  

Google+	
  requires	
  a	
  lot	
  more	
  heavy	
  liming	
  than	
  the	
  
other	
  major	
  social	
  plaNorms.	
  

Simply	
  Measured	
  doesn’t	
  track	
  Page	
  +’s	
  	
  



Engagement 



Recommendations 

Invest	
  in	
  a	
  tool	
  that	
  can	
  help	
  you	
  manage	
  and	
  track	
  content	
  
and	
  provide	
  reporKng.	
  Manually	
  tracking	
  is	
  inefficient.	
  

Engage	
  in	
  communiKes	
  where	
  you	
  find	
  your	
  target	
  audience	
  
–	
  they	
  will	
  respond.	
  

Be	
  consistent;	
  post	
  as	
  omen	
  here	
  as	
  you	
  would	
  on	
  other	
  
channels.	
  


